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A marketing Perspective of Chinese long-haul Outbound Tourists and their 
Destination Choice 
 
市场营销视角下的中国远距离出境游客目的地决策研究 
 
中国的出境旅游市场正在经历一个飞速发展的阶段。然而已有的中国出境旅游
研究大多以选定了某个旅游目的地的游客作为研究对象或是将焦点放在短距离
的境外旅游目的地上。针对我国远距离（亚洲以外）出境游者的目的地决策研
究还比较匮乏。本研究旨在揭示中国游客在选择远距离旅游目的地线路时所考
虑的因素属性及偏好情况，并基于这些属性偏好进行市场细分。其中，深度访
谈结果显示支付成本、签证难易程度、行程的安排、旅游目的地的知名度以及
名品购物机会是我国远距离出境游客重点考虑的因素。通过联合分析和聚类分
析，我们将这一群体进一步化分为了“旅行新手”，“消费达人”和“声望追求
者”三个细分市场。 
 
 
关键词：目的地决策，中国出境游，市场细分，联合分析，聚类分析  
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Abstract 
China is an important emerging generator of outbound international tourism. Recent 
studies have investigated trip characteristics and specific behaviours of Chinese 
travellers but have focused on intraregional patterns of actual tourists and short-haul 
destinations. By utilizing both qualitative and quantitative methods, this study uncovers 
the attributes considered important by potential long-haul tourists during destination 
selection. Based on these attributes, the market segmentation is further explored 
through the combination of conjoint analysis and cluster analysis. The interview data 
reveal that cost, visa restrictions, time schedule of the package, whether the destination 
is famous and the availability of opportunities to shop for branded goods are important 
choice criteria. The cluster analysis suggests that the Chinese long-haul outbound 
market can be divided into three subgroups which are labelled as “Journey beginner”, 
“Conspicuous Consumer” and “Prestige pursuer”. 
 
 
Keywords: Destination choice; Chinese long-haul outbound; Market segmentation 
Cluster analysis；Conjoint analysis 
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A marketing Perspective of Chinese long-haul Outbound Tourists and their 
Destination Choice 
Introduction 
China has been recognized as the leading tourism source market in the world, with 
travellers spending US$292 billion on international tourism (UNWTO, 2016). 
Considering that only ten percent of China’s population has travelled overseas, is the 
market can be classified as still in the early growth stage (CTA, 2015). This huge 
potential has attracted the attention of destination marketers worldwide. An 
understanding of how Chinese tourists select overseas destinations is valuable for 
marketers in developing destination images, improving tourism products and designing 
effective advertising campaigns.  
 
Despite the recent growing academic interest on China outbound tourism, most of the 
studies either investigate tourists of a specific destination or focus on short-haul 
destinations (Jin &Wang, 2016). Research on Chinese long-haul outbound tourists, 
especially their destination choice, is still limited. Therefore, this study aims to explore 
this gap in knowledge through an investigation on the attributes used for destination 
choice of this market and how the subgroups differ in terms of their preference toward 
these attributes. A two-stage study has been adopted to explore these marketing issues. 
Firstly, structured interviews with travel agents were used to ascertain expert 
knowledge about Chinese long-haul outbound tourists and their choice criteria. 
Secondly, a preference estimation and market segmentation analysis was performed and 
presented here based on a conjoint analysis together with cluster analysis.  
 
Literature review 
Tourism destinations are different from manufactured products because they are 
mixtures of social, cultural and physical environments as well the "touristic" 
components such as attractions, transport and lodging facilities and other travel related 
services (Li, McCabe, & Li, 2016). Thus, utilities perceived by tourists are derived from 
different aspects of this amalgamation of assets and attributes. Therefore, tourist’s 
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evaluation of potential destinations consists of a multi-attribute assessment (Sparks & 
Pan, 2009). A vast body of literature has accumulated in an effort to identify which 
attributes are most important for tourists during their selection processes (e.g. Chi & 
Qu, 2008; Crompton & Ankomah, 1993; Seddighi & Theocharous, 2002; Um & 
Crompton, 1990) 
 
Indeed, some studies have investigated which attributes are considered important by 
Chinese outbound tourists (e.g. Kim, Guo, & Agrusa, 2005; Kohli & Jedidi, 2007; Lee, 
Huang, & Chen, 2010; Ryan & Mo, 2002; Sparks & Pan, 2009). For example, Kim and 
Guo (2005) found mainland Chinese respondents considered “safety” and “beautiful 
scenery” to be the most important attributes, whereas “level of economic development” 
and “good place for shopping” were regarded as the least important attributes. Sparks 
and Pan (2009) investigated potential Chinese outbound tourists’ values in terms of 
destination attributes. Five destination attributes were rated as most important by this 
group of potential tourists, including: “the natural beauty and icons of a destination”; 
“quality infrastructure”; “autonomy”; “inspirational motives”, and; “social self-
enhancement”.  
 
Besides the studies focusing on tourists from mainland Chinese, others have 
investigated destination criteria of tourist’s from Hong Kong and Taiwan. Lee et al. 
(2010) indicate that ‘safety’, ‘excellent quality of accommodation’ and ‘reasonable 
travel cost’ were the three most important attributes determining the attractiveness of a 
honeymoon destination for young couples from Taiwan. Moreover, trip expenditure, 
length of stay during the trip, size of the travel party, monthly household income, 
discovering new places and/or things, and getting away from daily routine, obligation, 
stress and troubles have been reported to have a significant influence on Hong Kong 
residents’ destination choice (Guillet, Lee, Law & Leung, 2011). As for the choice of 
travel itinerary, Tsaur and Wu (2005) conducted a survey of consumers who enquired 
about visiting Japan at travel agencies in Taipei (Taiwan). This study found that most 
of the consumers were affected by the price of the travel products when they were 
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selecting the package tour. The duration of tour and type of flight were important factors 
to respondents under 40 years old. The older tourists were, the more attention they paid 
to the contents of the tours. Although these studies based on Chinese tourists from Hong 
Kong and Taiwan provides a good reference, the preferences of mainland Chinese 
people may be different from those of tourists from Hong Kong and Taiwan.  
 
As for the studies focusing on mainland Chinese tourists, most of the studies reviewed 
here used samples of Chinese tourists who were visiting a certain destination such as 
Hong Kong (Zhang & Lam, 1999), United States (Cai, O’Leary, & Boger, 2000) and 
Australia (Chow & Murphy, 2007). It means that during the data collection, the decision 
regarding the actual destination had already been made. Therefore, we cannot take the 
attributes identified from previous studies for granted. Further analysis is necessary to 
clarify the relevance of those attributes and to reveal any important attributes not 
identified by previous studies. More importantly, only knowing which attributes are 
important is not enough to obtain a clear picture of Chinese tourists' preferences. 
Further information is required regarding how tourists prefer these attributes and how 
preferences differ amongst different subgroups or segments.  
 
In order to address these important issues which have been relatively unexplored in 
tourism marketing research our project aimed to (1) identify, clarify and explain those 
attributes frequently used by potential Chinese long-haul outbound tourists to make 
their selections among many alternative destinations, (2) estimate the utilities tourists 
assigned to each attribute aspect according to their preference and, (3) further explore 
the possible segmentation of this market based on different preference patterns. The 
ultimate aim of the research is to contribute to knowledge on preferences and how these 
lead to actual choice, and to add to our understanding of this important emerging 
outbound market making recommendations for destination marketers.  
 
Data collection and analysis 
The data collection proceeded in two stages. Firstly, six well-informed outbound travel 
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agents from big international travel operators were interviewed for their general insights 
into Chinese long-haul (outside Asia) outbound tourist’s behaviour so as to understand 
which attributes are most often considered as important and used as evaluation criteria. 
One thing to note is that due to the fact that the majority of Chinese tourists (particularly 
so for long haul) still travel in packaged tours, which are offered by tour operators, their 
destination choice concerns mainly the choice of different destination packages. 
Therefore, the attributes they use in their selection not only include destination related 
attributes but also those concerned with how the tour is organized.  
 
For the second stage of the research, a stimuli ranking task designed for conjoint 
analysis and cluster analysis was conducted in the form of a survey. Respondents were 
asked to rank 10 stimuli cards where 1 is the most attractive destination tour to 10, 
which is the least attractive based on their preferences. These 10 stimuli were generated 
through a nearly orthogonal design based on 5 attributes with 11 aspects to ensure the 
highest level of coverage of different combinations of aspects with the minimum 
number of stimuli. Each card represented a destination tour containing five attributes, 
which are further delineated into aspect levels (see Figure 1). 
 
The five attributes and their levels/aspects representing the choice options are listed 
below: 
(1) Package price per person 
Consisting of three levels: around RMB 9000, around RMB 13000-1700, above RMB 
18000 
(2) Risk involved in obtaining a visa 
Consisting of:  less risky/more risky to be refused  
(3) Whether the destination country is famous 
Consisting of: famous country/non-famous country 
(4) Suitability for branded shopping opportunities  
Consisting of: good for brand shopping/not suitable for brand shopping 
(5) Arrangement of the journey 
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Consisting of: Tightly organised journey with more scenic spots/relaxing journey with 
less scenic spots 
INSERT FIGURE 1 ABOUT HERE 
The second part of the survey was composed of two questions regarding previous travel 
experience and one question regarding travel companions, which was revealed as an 
important factor influencing tourists' preferences during the interviews. Three 
demographic questions including gender, age and occupation to distinguish different 
groups of tourists were asked at the end. 
 
The experimental survey yielded a total of 184 participants who fully completed the 
questionnaire, among which 78 were recruited at an international tour operator as they 
were inquiring about information on outbound trips, with the remaining 106 
questionnaires completed via a snowball sampling approach. The criteria for inclusion 
in the snowball sample were that respondents needed to have available financial 
resources and also the desire to take an outbound trip within 6 months. The reason for 
this division was to check if the selection of a particular tour operator would influence 
the general preferences of potential tourists.  
 
A conjoint analysis was employed to investigate how important each level of the five 
attributes was in influencing the preferences of the sample towards the destinations. A 
cluster analysis was further performed on individual-level output from the conjoint 
analysis. The respondents who shared similar patterns of utility scores for each attribute 
were clustered and the common characteristics of each cluster were explored. 
 
Interview findings: Analysing the Chinese long-haul outbound market. 
General information about Chinese long-haul outbound tourists 
At the beginning of the interview, the informants were asked to talk about what kinds 
of people were inclined to take outbound leisure trips. The answers from the six 
informants revealed that in general, these tourists have three things in common. 
Because we are investigating people who travel for leisure purposes with their own 
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money, relatively higher income or higher household income is regarded as the first 
common feature of these tourists by the interviewees. Secondly, long-haul trips 
normally consist of 8 to 15 days duration because of the distances involved, which 
means that tourists generally need to have either flexible work or enough holiday time 
available to travel. The final issue is that since these people travel for leisure purposes, 
they must see travelling as an enjoyable and aspirational activity. The implication is 
that these people have already accrued relatively greater travel experience than most of 
the Chinese travel market, and thus stand a good chance to become repeat outbound 
tourists in the future.  
 
Attributes considered by Chinese long-haul outbound tourists 
Cost 
In this context, cost means the tour package price tourists must pay in advance to tour 
operators. The price mainly covers transport during the trip, visa application fee, 
accommodation, and tour guide services. Obviously, tour package cost is the primary 
information required by tourists since 4 out of 6 informants mentioned price as the first 
attribute. Informant 2 said “most long-haul outbound Chinese tourists are price 
sensitive and many of them still prefer relatively lower price level.” On one hand, this 
might be explained by long-haul travel still being relatively expensive for many people 
with average incomes. On the other hand, it could due to the Chinese culture of 
advocating frugality. Informant 6 supplemented this as “Recently, in Tian Jin tourism 
market, although tourists prefer lower price level but not the lowest level since the 
lowest price level made the impression of poor quality” While informant 1 said “most 
Chinese tourists [he encountered] prefer to choose the middle level price which might 
because this price level makes them feel the quality of the trip is guaranteed without 
being too expensive.” Moreover, according to the informants, the price of most long-
haul outbound trips are around 10,000RMB to 20,000RMB and 9000RMB, 
13,000RMB and 18,000RMB are regarded as the dividing points, which approximately 
distinguish low, middle and high prices. It should be noted here that these ranges of 
package fees does not include VIP trips (small group) or luxury trips and they only 
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reflect the economy price range of the Beijing-Tianjin region. 
 
Visa 
Visa restriction is another important attribute revealed during the interviews. It refers 
to the extent of difficulties perceived in obtaining a visa for different destination 
countries. In other words, this can relate to the extent of risk of being rejected by a 
destination country. Three out of six informants mentioned that visa rejection risk 
would influence the destination choice of tourists. For example, informant 2 said “For 
the tourists who have no outbound experience, they probably choose some destinations 
with low risk of visa rejection such as Australia or some European countries like France 
or Italy. But for people who have got a few visas successfully, they may regard visa as 
not a problem or they may prefer a high risk visa rejection country which can fulfil their 
self-esteem.” While Informant 4 also mentioned” The staff in tour operators would 
provide the information and advice for the first time tourists regarding the risk of visa 
application so that they can be aware of the possibility of visa rejection. Normally we 
don’t recommend the US as the first destination for the people who have not got any 
visa before unless the tourists have made their decision.” Generally speaking, among 
popular long-haul destinations, America is deemed as the highest risk visa rejection 
country, followed by UK and the Schengen countries in Europe. Australia and New 
Zealand are regarded as the easiest countries for which to obtain a travel visa. 
Consideration of visa restriction was not emphasized in previous studies because these 
mainly focused on the Chinese short-haul market where visa issues do not arise. 
However, it seems that visa restriction is a key factor that affects the decisions of 
Chinese tourists in their selection of long-haul destinations. 
  
Time schedule 
Unlike independent travel, the itinerary is relatively fixed for package tourists in China. 
Therefore, whether the itinerary fits the preference of decision-makers will also have a 
large influence in their final choice. Besides considerations of preferred destinations 
and resorts within the itinerary, tourists also expect a proper time schedule that is 
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balanced between ‘fixed’ visiting activities organized by tour operators and free time 
which can be spent autonomously. During the interviews, three informants thought that 
time schedule is used very often by tourists in their destination choice. Informant 1 
indicates there is trend that more and more people prefer less-hectic schedules. He said 
“In past days, when international travel was a luxury purchase for most people, people 
tend to go to 6 or 8 European countries within one tour because they regard it like a 
one-time opportunity and they would like to see as much as possible. But with the 
increase of purchase ability and tourism experience, international travel is not an 
uncommon thing anymore so people start to demand more comfortable and autonomous 
schedules, normally one or two adjacent countries each time. For Schengen area, about 
three countries for first time visitor each trip” This also concurs with previous studies, 
as time schedule was one of the most important attributes used by Hong Kong residents 
to choose package tours (Wong & Lau, 2001), and in the study of Chinese outbound 
tourists conducted by Zhu (2005), time schedule was also highlighted as an important 
attribute. 
 
Famous destination 
When the informants were asked about what attributes do tourists consider during the 
selection process, informants 1 and 5 mentioned something very similar, notably 
“Sometimes, they don’t think a lot, they just choose America or France because these 
countries are famous”. After a further query about the exact meaning of famous in their 
opinions, it was elaborated as: firstly the destination has to be well-known by the 
Chinese public and furthermore it should be well-known in either its high level of 
economic development or beautiful scenery. Beautiful scenery and high level of 
economic development are two important destination attributes identified in the 
literature (Kim, et al., 2005; Sparks & Pan, 2009). This relates to the opinions of 
informant 5: “for the tourists who want to travel to a beautiful destination but don’t 
have enough information to evaluate which destination is more beautiful, one credible 
evaluation way is to select a destination that is famous for its beauty and its beautiful 
image is fully acknowledged by the public.    
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Shopping 
Shopping, especially for well-known brands such as Boss, Louis Vuitton or Clarkes, is 
a feature of Chinese tourists behaviour which has been noted by the western media. But 
the opinions provided by informants during the interview are not consistent with each 
other. Informant 2 and 4 said “Shopping is a very common activity during the 
international trip and many destination itineraries include a stop for shopping.” They 
provided further explanation. Firstly, Chinese people pay much attention to courtesy so 
that they think it is important to bring presents back for their families and friends. 
Western-made products like cosmetics, purses or clothing are the preferred choices for 
an acceptable present. Secondly, occasionally people purchase famous international 
products because they think wearing them or owning them is a symbol of differentiation 
and social standing. While informant 1 and 3 mentioned “there are tourists who dislike 
shopping activity very much because they think they don’t have enough time for 
attractions.” 
 
Additionally, the literature shows inconsistency regarding the importance of shopping 
for Chinese tourists. Some studies (Huang, 2010; S. Wang, 2011) claim that Chinese 
tourists are inclined to spend a lot of money on purchasing souvenirs or luxury brand 
products. Furthermore, Wang et al. (2010) argue that the presence of a large number of 
counterfeits in the domestic retail industry could be a reason that motivates Chinese 
people to shop overseas. However the investigation conducted by Kim and Guo (2005) 
found that “good place for shopping” is regarded as the least important attribute by 
Chinese outbound tourists compared to the other eight attributes in their study. In the 
research undertaken by Sparks and Pan (2009) the mean of importance for shopping 
rated by Chinese outbound tourists to Australia was 3.32, which is only just above 
average score. Apparently, whether shopping is important for Chinese outbound tourists 
and in what way is still quite unclear, which means further investigation is needed.  
 
Preference estimation and segmentation of Chinese long-haul outbound market 
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Respondent profile 
Within the sample, there were 90 males and 94 females, which provided a sufficient 
number to compare the preference difference between genders. In terms of age 
groupings, 149 (81%) respondents were between 18 and 35, 23 (12%) respondents were 
between 35 and 55, and 12 (7%) respondents were over 55. In China, these age groups 
approximately correspond with particular stages in the life cycle: most Chinese people 
start to have their stable career after the age of 35 and normally by then their children 
are old enough to go to primary school, while the retirement age in China starts at 55. 
The young age group accounts for the majority of the sample for two reasons. Firstly, 
in reality, young people are the main market for outbound tourism. Secondly, younger 
respondents were easier to approach during the data collection and they could 
understand the task very quickly. Although the proportion amongst the age groups is 
uneven, there are sufficient cases for us to explore the possible differences in preference 
between age groups. In addition more than half of the respondents have not had any 
self-funded outbound leisure trip previously and this figure increases to 72% (133) for 
long-haul outbound travel, thus Asian countries are excluded.  
 
Preference estimation based on conjoint analysis 
The utility value of a specific attribute level equates to its influence on the preference 
towards the products/destinations. A higher utility value implies a greater preference. 
Therefore, in order to understand the decision making of tourists, we need to know the 
utility value for each level/aspect of each attribute in order to determine which 
destinations are preferred and why they are preferred. 
 
Table 1 shows the overall utility scores, which represents the average of the utilities 
over all 184 respondents. As table 1 demonstrates, low price level, easy to get a visa, 
famous destination, more free time during the trip and good place for brand product 
shopping have positive utility (part-worth) scores, which means when all else is equal, 
they are preferred rather than their counter aspects. Apparently, price around 9000 RMB 
(0.96), easy to get a visa (0.51) and famous destination (0.44) are the top three attribute 
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aspects appreciated by respondents. Unlike the image of Chinese tourists portrayed in 
the western media, the availability of brand product shopping is not very effective in 
improving the overall preference towards the destinations. It may be because most of 
the respondents are first time tourists and they want to spend more time on sightseeing 
and experiencing foreign cultures. Moreover, they are self-funded and price sensitive, 
which means they may not have enough disposable income to purchase expensive brand 
products. Finally, perhaps this indicates a move from acquisition of material goods 
towards more experiential consumption, witnessed in developed economies.  
INSERT TABLE 1 ABOUT HERE 
 
Utility is used to measure the influence of each attribute level/aspect on the overall 
preference of decision-makers so that we know how to make the product more attractive 
by adding the most preferred attribute level/aspect. However, if we have to change one 
attribute level/aspect, how would people react to it? Will their preference change 
dramatically or will they hardly notice it? These answers cannot be found from overall 
utility scores. Value of importance is the measurement that can be used to supplement 
the overall utility scores and to indicate if it is necessary or desirable to further segment 
this market.  
 
The findings show that price is the most influencing attribute on the change of 
preference which means there is a large difference in preference between destination 
profiles with 9000 RMB price level and the ones with 18000 RMB price level. Time 
schedule also plays an important role but not as important as price, followed by visa 
and famousness of destination. Brand product shopping is the least important 
influencing factor on tourists’ decision making. But as can be seen, the value of 
importance is much higher than if we calculate it directly from the overall utility score. 
It means that if we are looking at the whole group, whether there are opportunities for 
branded product shopping will barely increase the attractiveness of the destination. 
However, there are still a certain group of people would care about this attribute and 
would change their preferences due to a change in the quantity of this attribute. 
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Apparently, different groups may have different preferences or utility values for each 
attribute aspect, it is valuable to further investigate if there is any significant difference 
among groups. Thus a further cluster analysis was performed to explore the possible 
market segmentation. 
 
Market segmentation based on cluster analysis 
As a first step, a hierarchical cluster analysis was conducted to explore the possible 
cluster solutions. The dendrogram resulting from a hierarchical cluster analysis 
suggested the sample can be divided into either three clusters or four clusters. A K-
mean cluster analysis was further performed to see which solution was more 
interpretable and the three-cluster solution was chosen for this reason. The result is 
presented in Table 2 
 
INSERT TABLE 2 ABOUT HERE 
 
There are 71 respondents in cluster 1, 60 respondents in cluster 2 and 53 respondents 
in cluster 3. The first cluster consists of people who have strong preference for a low 
price (1.86), an easy visa application (0.69) and who have the least concern (0.06) about 
whether the destination is good for brand product shopping. The second cluster includes 
people who do not prefer the lowest price (-0.45) but who do prefer (1.10) more free 
time during the trip. And they prefer good opportunities for brand product shopping 
(0.25) more than the other two clusters. People who belong to cluster 3 have moderate 
preferences for lower prices (0.41) and a compact trip schedule (0.68). But they 
emphatically want to travel to a famous destination (1.06). And, unlike the other two 
clusters, they have a generally negative attitude (-0.31) to brand product shopping. 
 
In order to explore the demographic differences among clusters, the cross-tabulation 
analysis was conducted to reveal possible association between each demographic 
variable and the “Cluster” variable. And then chi-square tests were used to identify the 
statistical significance of the observed association in each cross-tabulation. For the 
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cross-tabulations conducted, one significant association (The association between Age 
and Cluster) was found according to the chi-square tests. However, since the aim of this 
section is to explore useful information for possible market segmentation, another two 
associations that were found significant at P=0.1 level are also reported here (The 
association between Travel experience and Cluster; The association between Travel 
companions and Cluster). The results are presented by Table 3-5.  
 
Firstly, as shown in Table 3, the proportion of young people decreases progressively 
from cluster 1 to cluster 3 while the proportion of seniors increases progressively from 
cluster 1 to cluster 3 (p<0.05). And 9 out of 12 seniors (retirees) belong to cluster 3, 
while almost half (10 out of 23) of the middle-aged people are located in cluster 2.  
 
Secondly, Table 4 indicates a huge number of first-time long-haul outbound tourists in 
cluster 1, while both cluster 2 and cluster 3 have more repeat long-haul outbound 
tourists (p=0.1). In cluster 1, 80% of respondents are first time long-haul outbound 
tourists, while only 70% of respondents are first-time long-haul outbound tourists in 
cluster 3 and the proportion decreases to 43% in cluster 3. Accordingly, the preferences 
of repeat tourists have a bigger influence in cluster 3 and the biggest influence in 
cluster2. 
 
Thirdly, regarding the composition of the travel party, the percentage of people who 
would like to travel with their spouse or partner decreases from cluster 1 to cluster 3 
and the percentage of people who would like to travel with the whole family increases 
from cluster 1 to cluster 3 (p=0.1). Those who would like to travel by themselves are 
mostly located in clusters 1 and 2, especially cluster 2 (see Table 5).  
INSERT TABLE 3 ABOUT HERE 
INSERT TABLE 4 ABOUT HERE 
INSERT TABLE 5 ABOUT HERE 
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Based on the cluster analysis and the information found by the cross-tabulations, the 
market segmentation is summarised in Table 6. The three groups identified can be 
tentatively labelled and interpreted as follows: ‘journey beginners’, ‘consumption 
enjoyers’ and ‘prestige pursuers’. Journey beginners are the ones who have previously 
experienced foreign travel. They are probably young and would like to go on a romantic 
trip with a partner. Their youth implies that they have not yet had the time to build up 
savings and so have to be sensitive to price – they prefer a cheaper trip and may not 
have extra money for brand product shopping. Since it is probably their first long-haul 
leisure trip with the money they have been saving for a long time, they would not want 
to take any risk of a visa application being rejected. And within their budget, if the 
destination country is famous and there is some free time on the package tour for them 
to enjoy the company of their partner, it would be ideal. 
 
Conspicuous consumers, on the other hand, are usually the ones who do not have to 
worry about money. They are either middle-aged or young people from a rich family 
and some of whom already have experience of long-haul outbound travel. They seek to 
enjoy the trip by taking a high-quality but somewhat expensive package tour. They 
prefer a flexible time schedule with more free time to consume by themselves. And they 
enjoy brand product shopping at the destination country. 
 
The prestige pursuers pay much attention to the fame of the destination country. They 
want to go somewhere that is well known by the Chinese public as a developed country 
with beautiful scenery and they want to see as many attractions and landmarks as 
possible, so that they do not feel their time is wasted. And apparently, they do not want 
to waste their time on brand product shopping when they could be sightseeing. Many 
of the older people within the sample fit the characters of prestige pursuers. 
INSERT TABLE 5 ABOUT HERE 
 
Conclusions and limitations 
The study has several implications for tourism marketers and product developers in the 
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Chinese long-haul international tourism market. Firstly, the study provides new insights 
into the important destination/tour package attributes considered by first time, long-
haul outbound travellers. The findings firstly show that in terms of a range of important 
attributes, our study supports those of previous researchers into this important market 
(Li, Meng, Usyal and Mihalic 2013). However, they also reveal that some additional 
attributes (e.g. visa restriction and famousness of the destination) are important for 
potential Chinese outbound tourists, which are in contrast to the attributes identified 
from previous studies investigating Chinese tourists who had already selected to visit a 
specific destination. In addition, the study adds greater explanation, clarity and 
contextual analysis of attributes that were not consistent in the extant literature, such as 
the relative importance of opportunities for shopping. These additional insights are not 
only useful for a more comprehensive understanding of tourism decision-making but 
also can be very helpful for tourism destination marketers and tour operators to improve 
their products and develop more relevant destination packages that meet preferred 
criteria in the future.  
 
Moreover, Conjoint analysis allows analysts to assess the distribution of utility scores 
across a range of attribute/levels, to assess the effects of a change in a single attribute 
level on choice processes. This more closely reflects actual choice behaviour in tourism 
and could be used more effectively in product development and marketing analysis in 
tourism (Li, McCabe and Li 2016). This adds important new approaches to 
understanding tourist’s preferences, particularly at the early stages of market 
development. The use of an experimental, hypothetical ranking task as opposed to a 
standardised questionnaire of destination image attributes for example, offers additional 
tools to understand how tourists make destination (tour) decisions and the value placed 
on different attributes.  The analysis showed that there is likely to be significant 
heterogeneity in the market, particularly amongst tourists of different age groups, levels 
of prior experience and disposable income. The findings might also indicate a cultural 
shift towards more experiential consumption.  
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Lastly, but significantly, besides the useful information on marketing segmentation, the 
results of the cluster analysis can also shed light on possible correlations between 
attributes. For example, people who prefer a low package price may tend to prefer an 
easy visa application as well, or people who are interested in a famous destination may 
prefer a compact trip schedule. Such correlations would be very useful for tour 
operators, as they would allow them to design their packages by delivering 
appropriately bundled (correlated) attributes for various destinations. 
 
As an exploratory study, there are some limitations regarding the research methods. 
Firstly, instead of a random sample, a convenience sample was collected either at a 
certain tour operator or through a snowball sampling. In the sample of this research, the 
profile of respondents was skewed towards the younger demographic due to the high 
response rate of this group. Although there is sufficient number of mid-aged and older 
respondents to further explore the preference difference among different age groups, 
the overall destination preference revealed may be partial to the preference of the 
younger tourists. Future studies with larger samples on different demographic groups 
are required for a more accurate and comprehensive understanding of this market.   
  
Secondly, since the respondents were approached before their destination decision had 
been made, they could be considered to be at the early consideration or awareness set 
stage of the process of decision-making (Crompton and Ankomah 1993). Studies which 
try to understand consumer’s choice processes at different stages are very rare, and 
whilst this study may have limitations, it has attempted to shed some light on the 
decision criteria and important attributes considered by consumers at this particular 
stage. It would be useful to undertake longitudinal research on the same sample at 
different stages of the decision process to understand how early preferences inform or 
influence the later stages. In addition, the destinations investigated are not real 
destinations but stimuli which contain different combinations of destination attributes' 
aspects. A further link between stimuli with actual destinations should be made. For 
example, whether it is easy to get a visa is relatively fixed for each destination country 
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so that the stimuli with aspect "easy to get a visa" should represent countries such as 
Australia or New Zealand rather than the USA.  
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